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(57) ABSTRACT

A system 1s provided 1n which a sale price 1s determined
based on a product description, and the sale price 1s transmuit-
ted to a customer. The customer 1s not guaranteed what spe-
cific product will be sold to the customer before an agreement
to purchase a product for the sale price 1s recerved from the
customer. After receiving the agreement, a retailer selects a
product conforming to the product description, and identifies
the product to the customer. The retailer 1s able to evaluate a
customer’s individual demand based on the received descrip-
tion and to determine a sale price accordingly, thereby reduc-
ing losses associated with conventional single-price systems.
Although this may result 1n different sale prices for an 1den-
tical product, the system 1s perceived as fair because a higher-
paying customer likely agreed to a different product descrip-
tion than a lower-paying customer, and neither would have
agreed to the other’s product description and sale price. The
system also allows a retailer to mask product discounts by
selecting undesirable redemption conditions under which to
sell the product, such as pickup at a faraway location, even 11
the product 1s available at a closer location. As a result, the
customer believes that the discount1s attributable to the unde-
sirable redemption conditions, rather than to the product qual-
ity or to decreased demand. Accordingly, price and brand
dilution are minimized.
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RETAIL SYSTEM FOR SELLING PRODUCTS
BASED ON A FLEXIBLE PRODUCT
DESCRIPTION

CROSS-REFERENCE TO RELATED
APPLICATIONS

This application claims the benefit of original U.S. appli-
cation Ser. No. 60/165,435, filed Nov. 15, 1999, entitled
“Uniseller Internet Pricing”’, the content of which 1s incorpo-

rated by reference herein for all purposes.

This application 1s a continuation-in-part of U.S. patent
application Ser. No. 08/889,503, filed Jul. 8, 1997, now U.S.
Pat. No. 6,249,772 entitled “Systems and Methods Wherein a
Buyer Purchases a Product at a First Price and Acquires the
Product from a Merchant that Offers the Product for Sale at a
Second Price” and 1s a continuation in part of U.S. patent
application Ser. No. 08/997,170, filed Dec. 22, 1997, now
U.S. Pat. No. 6,356,878 entitled “Conditional Purchase Offer
Buyer Agency System™, and 1s a continuation in part of U.S.
patent application Ser. No. 09/220,191, filed Dec. 23, 1998,
now U.S. Pat. No. 7,386,508 entitled “Method and Apparatus
for Facilitating a Transaction Between a Buyer and One
Seller, and 1s a continuation 1n part of U.S. patent application
Ser. No. 09/337,906, filed Jun. 22, 1999, now U.S. Pat. No.
6,754,636 entitled “Purchasing Systems and Methods
Wherein a Buyer Takes Possession at a Retailer of a Product
Purchased Using a Communication Network™, and 1s a con-
tinuation 1n part of U.S. patent application Ser. No. 09/359,
263, filed Jul. 22, 1999, now pending, entitled “System and
Method for Facilitating and Managing the Sale of Custom-
1zed Travel Product Restrictions”, and 1s a continuation of
U.S. patent application Ser. No. 09/388,723, filed Sep. 2,
1999, now abandoned, entitled “Purchasing Systems and
Methods Wherein a Buyer Takes Possession at a Retailer of a
Product Purchased Using a Communication Network™, the
contents of which are incorporated by reference herein for all
purposes.

FIELD OF THE INVENTION

The present 1invention relates to systems for selling prod-
ucts to customers. More specifically, the present mnvention
relates to a system for selling a product to a customer based on
a flexible product description provided by the customer.

BACKGROUND OF THE INVENTION

According to conventional retail pricing systems, a par-
ticular product is offered to all potential customers for a single
price. Therefore, a conventional retailer endeavors to deter-
mine an “optimal” single price for a product which will gen-
erate more profit than any other single price.

Shortcomings exist even 1f a conventional retailer succeeds
in determining an “optimal” price. Specifically, profit gener-
ated by sales at an “optimal” price will likely be less than a
theoretical maximum profit, becuase some customers will be
willing to pay more than the “optimal” price for the product.
In this regard, the theoretical maximum profit 1s a profit
resulting from charging each customer a maximum price he1s
willing to pay. Profit may also fall short of the theoretical
maximum because no profit will be obtained from potential
customers who are willing to pay more than the retailer’s cost
tor the product but are unwilling to pay the “optimal” price.
Due to these and other shortcomings, retailers have experi-
mented with alternative pricing systems intended to generate
a profit closer to the theoretical maximum.
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Individualized bargaining 1s one such alternative system.
In 1individualized bargaining, a retailer or a retailer’s agent
individually negotiates with each potential customer 1n an
attempt to extract a highest price from each customer. How-
ever, assoclated transaction costs incurred by the retailer
increase in proportion to the number of transactions. Accord-
ingly, individualized bargainming 1s not desirable for retailers
having more than a few customers, since the associated trans-
action costs would outweigh any resulting increase in profit
from sales.

In view of the foregoing, what 1s needed 1s a pricing system
for increasing a retailer’s profit without incurring unaccept-
able transaction costs.

Improvements are also needed in other types of conven-
tional pricing systems. For instance, conventional systems for
discounting prices create several problems for retailers.
According to these conventional systems, a retailer reduces a
price of a product from an original price to a lower, discounted
price to achieve some goal, such as reducing excess mventory
of the product.

As described above with respect to retail pricing, some
customers who buy the product for the discounted price may
have been willing to buy the product for a higher price, and the
retailer therefore loses potential profit. Individualized bar-
gaining, as also described above, can be used to reduce these
elfects. However, 1n a vast majority of situations, individual-
1zed bargaining involves unacceptable transaction costs. Indi-
vidualized bargaining also fails to address other problems
caused by conventional discount pricing systems, such as
price dilution and brand dilution.

Generally, price dilution describes a situation 1 which a
reduction of a product’s price decreases demand for the prod-
uct at a higher price. In more detail, discounting a price of a
product causes potential customers to believe that the dis-
counted price 1s the “correct” price of the product, and there-
fore the customers become unwilling to accept any higher
price for the product. Accordingly, conventional discount
pricing systems can negatively affect future profits generated
by a product.

Conventional discount pricing systems can also lead to
brand dilution. Brand dilution refers to a reduction in the
prestige of a brand 1n the minds of consumers. In this regard,
conventional publicized price discounts for a product of a
particular brand tend to reduce the amount of prestige which
consumers attribute to the brand. Since brand prestige, or
“o00o0dwill”, 1s a valuable asset vigorously protected by suc-
cessiul manufacturers (e.g., via trademark protection), these
manufacturers are reluctant to allow retailers to discount
prices for their products or to advertise the discounted prices.
As a result, 1t 1s ditficult for retailers to reduce excess 1nven-
tory of these products.

Certain industries have attempted to address the foregoing
deficiencies 1n conventional pricing systems. For example,
the airline mdustry attempts to set prices for airline tickets
based on speculated demand of 1ndividual customers. In this
regard, each customer 1s categorized as a leisure traveler or a
business traveler based on when a ticket 1s purchased. For
example, a customer who buys a ticket for a flight more than
twenty-one days before the flight 1s categorized as a leisure
traveler and a customer who buys a ticket less than twenty-
one days before the flight 1s categorized as a business traveler.
Tickets for the flights are priced according to the categoriza-
tion—Ilower prices for leisure travelers and higher prices for
business travelers.

In view of the foregoing, two customers who submit 1den-
tical itineraries to a travel agent may pay vastly different
prices for tickets to identical tlights, 11 the tickets are bought
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at different times. Such a result 1s perceived as unfair by
customers. Moreover, a business traveler who purchases a
ticket to a flight more than twenty-one days before a tlight 1s
categorized as a leisure traveler and therefore pays much less
than she 1s willing to pay, resulting in lost revenue to the
airline providing the thght. Accordingly, airline pricing fails
to adequately address the deficiencies 1n conventional pricing,
systems.

Accordingly, what 1s also needed 1s a system for discount-
ing prices which reduces priced dilution and brand dilution,
and which 1s perceived as fair to customers.

SUMMARY OF THE INVENTION

In consideration of the above needs, Applicants have dis-
covered that customer demand for a product can be approxi-
mately quanitifed based on a customer’s specification of
desired product values. Applicants have also discovered that
retailers are willing to reduce prices 1n return for customer
flexibility in sale terms. In addition, Applicants have invented
a system to use these discoveries to efliciently charge differ-
ent prices to different customers 1n order to optimize profits
while being fair to customers, and to discount prices while
mimmizing losses, price dilution, brand dilution and per-
ceived unfairness.

The present invention addresses the foregoing by provid-
ing, in one aspect, a system in which a sale price 1s determined
based on a product description, and the sale price 1s transmit-
ted to a customer. In addition, no specific product 1s identified
to the customer as a particular product that will be sold to the
customer before an agreement to purchase a product for the
sale price 1s received from the customer. Accordingly, the
customer 1s not guaranteed what specific product will be
purchased before an agreement to purchase a product for the
sale price 1s recerved from the customer.

It should be understood that the customer will agree to the
purchase 11 the customer 1s willing to accept, in return for the
sale price, any product conforming to the product description.
Both the customer and retailer benefit as a result of the fore-
going system. The customer can receive lower prices 1n
exchange for flexible description parameters and may also
receive discounts that would normally not be advertised to the
general public for fear of price and brand dilution. The retailer
1s able to evaluate a customer’s individual demand based on
the recerved description and determine a sale price accord-
ingly, thereby reducing losses associated with the single-
price systems described in the background. Although the
inventive system may result in the sale of a product to two
different customers for two difierent sale prices, the system 1s
perceived as fair by both customers because a higher-paying,
customer likely agreed to a less flexible product description
than a lower-paying customer, and neither customer would
have agreed to the other’s product description and sale price.
The product descriptions received from customers also allow
a retailer to determine what condition values are important to
customers and to purchase and price regular inventory
accordingly.

In addition, the foregoing features allow a retailer to mask
product discounts. For example, a retailer may with to reduce
inventory of a product by selling the product at a discounted
price. To mask the discount, the retailer chooses undesirable
purchase terms under which to sell the product, such as
pickup at a faraway location, even 11 the product is available
at a closer location. As a result, the customer believes that the
discount 1s attributable to the undesirable terms, rather than to
the product quality or to decreased demand. Accordingly,
price and brand dilution are mimimized.
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In other embodiments, a product description 1s determined
based on a sale price. According to some of these embodi-
ments, a retailer recerves a first sale price from a first cus-
tomer, determines a first product description based on the first
sale price, and transmits the first product description to the
first customer. Similarly, the retailer receives a second sale
price from a second customer which 1s lower than the first sale
price, determines a second product description based on the
second sale price, and transmits the second product descrip-
tion to the second customer. If a product exists which con-
forms to both the first product description and the second
product description, the retailer may sell the product to the
first customer for the first sale price and to the second cus-
tomer for the second sale price. Even though the two custom-
ers pay different sale prices for the same product, the two
customers will likely perceive the system as fair because each
1s agreeing to a different product description corresponding to
their sales price. In this regard, the retailer may determine and
transmit a broad product description based on the lower sec-
ond sale price to give the second customer an impression that
the product was sold for the second sale price only because
the second customer agreed to a broad product description.
This latter method 1s intended to mask any discount retlected
by the lower sale price, thereby reducing percerved unfairness
and allowing a retailer to sell a product at a discounted price
while minimizing price and brand dilution.

The present invention also addresses the problems dis-
cussed above by providing, 1n one aspect, a system 1n which
a product description 1s recerved and a product 1s selected,
with a sale price of a particular selected product being a first
sale price 1f the description 1s a first description and being a
second sale price if the description 1s a second description.

The foregoing aspect provides a system by which a same
product may be sold to different customers for different
prices. Such pricing may be desirable if a product description
received from one customer indicates a greater demand for a
particular product than a product description recerved from
another customer. It should be noted that, in contrast to the
atrline pricing systems discussed in the background, a system
according to this aspect 1s percetved as fair because different
product descriptions are received from each customer, and
because each customer would likely not have been willing to
purchase a product conforming to the other customer’s
description for the other customer’s sale price.

With these and other advantages and features of the inven-
tion that will become hereinafter apparent, the nature of the
invention may be more clearly understood by reference to the
following detailed description of the invention, the appended
claims and to the several drawings attached thereto.

BRIEF DESCRIPTION OF THE DRAWINGS

FIG. 1 1s a block diagram of a retail system 1n accordance
with one embodiment of the present invention;

FIG. 2 1s a block diagram of the retail system controller of
FIG. 1;

FIG. 3 1s a block diagram of the customer device of FI1G. 1;

FIGS. 4A and 4B 1illustrate sample tables of the transaction
database of FIG. 2

FIG. S1illustrates a sample table of the customer database of
FIG. 2;

FIGS. 6A and 6B 1llustrate sample tables of the flexibility
database of FIG. 2;

FIGS. 7A to 7D illustrate sample tables of the product
pricing database of FIG. 2;

FIG. 8 illustrates a sample table of the product description
database of FIG. 2
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FIGS. 9A and 9B illustrate sample tables of the retailer
database of FIG. 2;:

FI1G. 10 1llustrates a sample table of the product database of
FIG. 2;

FIG. 11 1illustrates a sample table of the purchase terms
database of FI1G. 2;

FI1G. 12 1llustrates a sample table of a redemption database
according to one embodiment of the invention;

FIG. 13 1s a flow diagram 1llustrating process steps of a
sales transaction according to an embodiment in which a
product description 1s recerved from a customer;

FIG. 14 1s a flow diagram illustrating process steps to
determine a sale price based on a product description accord-
ing to one embodiment of the invention;

FIG. 15 1s a flow diagram illustrating process steps to
determine a sale price based on a product description accord-
ing to one embodiment of the 1nvention;

FI1G. 16 1s atlow diagram illustrating process steps to select
a product conforming to a product description according to
one embodiment of the present invention;

FIG. 17 1s a flow diagram illustrating process steps to
process a product redemption according to one embodiment
of the present invention;

FIG. 18 1s a flow diagram 1llustrating process steps of a
sales transaction according to an embodiment 1n which a sale
price 1s received from a customer;

FIG. 19 1s a flow diagram illustrating process steps to
determine a product description based on a sale price accord-
ing to one embodiment of the invention; and

FIG. 20 1s a flow diagram 1llustrating process steps of a
sales transaction according to an embodiment in which a
product description and a sale price are transmitted to a cus-
tomer.

FIG. 21 1s a flow diagram 1llustrating process steps of a
transaction for the sale of airline tickets according to one
embodiment of the invention.

DETAILED DESCRIPTION OF THE INVENTION

To ensure clarity of the following detailed description, set
torth below are defimitions of terms used herein. The scope of
the present invention 1s not to be deemed limited by the
definitions.

Condition: a category of values which are descriptive of a
product (see definition below) and/or a transaction. Examples
include Manufacturer, Features, and Pickup Location.

Condition value: a specific value corresponding to a con-
dition. Using the above examples of conditions, correspond-
ing condition values may be “Sony”, “27 n.”, and “New
York™.

Conforming product: a specific product deemed to meet
the requirements of a product description or a sale price.

Customer: any person, group of people, or other entity that
patronizes a retailer (see definition below) and who purchases
products from the retailer.

Mutually-exclusive condition: a condition, such as Manu-
facturer, for which a conforming product possesses only one
condition value. In order for a product to conform to a product
description, the product must include only one condition
value for each mutually-exclusive condition in the product
description. Therefore, when mutually exclusive condition
values are added to a product description, a number of prod-
ucts conforming to the product description usually increases.

Mutually-inclusive condition: a condition, such as Fea-
tures, for which a conforming product may contain more than
one condition value. In order for a product to conform to a
product description, the product must include each mutually-
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inclusive condition value in the product description. There-
fore, when mutually-inclusive condition values are added to a
product description, a number of products conforming to the
product description usually decreases.

Product: a specific good or service, usually identified by a
make and model number. Identical products sold by a retailer
may be assigned an identical product identifier such as a
Uniform Product Code (“UPC”) or Stock Keeping Unit
(“SKU™), while different products are usually assigned dii-
terent product 1dentifiers.

Product category: a classification of a product, or the gen-
eral type of product a customer desires. Examples include
Standard Television, Home Computer, and Airline Ticket.

Product description: a set of condition values that describes
a product (see Product-specific condition) and may also
describe a sales transaction (see Transaction-specific condi-
tion).

Product-specific condition: a condition relating to a prod-
uct, e.g. Manufacturer, Features, etc. Contrast with Transac-
tion-specific condition, defined below.

Purchase terms: Sale-related terms which are accepted by
a customer. Purchase terms may comprise a product descrip-
tion, a sale price, and a retailer’s agreement to sell a product
conforming to the product description for the sale price.

Redemption mnformation: Information specifying a spe-
cific product to be sold and information relating to the
mechanics of a sales transaction, such as payment method,
pickup location, and time of redemption.

Retailer: any person, group of persons, or entity that pro-
vides the sale of products to customers. Examples include a
manufacturer, an online store, a traditional “brick-and-mor-
tar” store, a sales broker, and an online “storefront” selling
products offered by traditional stores.

Retailer data: data accessible by or on behalf of a retailer
which can be used to determine sale prices based on received
product descriptions, product descriptions based on received
sale prices, and/or whether to encourage sales of particular
products. Retailer data may include sales data, inventory data,
demand data or subsidy data.

Sale Price: a price for which a product 1s sold to a customer.
A sale price according to the mvention 1s often less than a
retail price, which 1s a price for which a product 1s sold
through conventional channels.

Transaction-specific condition: a condition relating to
details of a sales transaction, e¢.g. Pickup Location, Pickup
Date, Payment Method, eftc.

System

FIG. 1 1s a block diagram of a retail system 1n accordance
with one aspect of the present invention. As shown, a retail
system 100 according to embodiments of the present inven-
tion 1ncludes a retail system controller 200 that 1s 1n commu-
nication with customer devices 220, 230 and 240 through a
communication network 210. The communication network
210 may be a Local Area Network or a Wide Area Network to
which the controller 200 and the customer devices 220, 230
and 240 are connected. Other examples of networks usable 1n
the present mvention include a satellite-based network, a
cellular network, an RF network, a telephone network, a cable
television network, a bulletin-board system, or any other net-
work for transiferring data between locations. Also, even
though the communication network 210 1s 1llustrated as an
intermediary between the retail system controller 200 and the
customer devices 220, 230 and 240, it should be noted that
direct connections may also exist between the controller 200

and the customer devices 220, 230 and 240.
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In a case that communication network 210 1s the World
Wide Web (“WWW?”), the retail system controller 200 may
include a Web server for receving requests for Web pages
(documents on the Web that typically include an HTML file
and associated graphics and script files), for generating Web
pages, and for transmitting Web pages over the Web. The Web
server allows communication between the retail system con-
troller 200 and the Web (commumication network 210) 1n a
manner known 1n the art.

Each of the customer devices 220, 230 and 240 may com-
prise computers, such as those based on the Intel® Pentium®
processor, that are adapted to communicate with the control-
ler 200 over the communication network 210. Each of the
customer devices 220, 230 and 240 may also comprise a
portable computer, a dedicated terminal, an Internet kiosk, a
Personal Digital Assistant, a pager, a cellular phone, a pay
phone, a video game console, an Automated Teller Machine,
a slot machine, a watch, a vending machine, or any other
device capable of receving and transmitting data over the
communication network 210. For example, in a case that the
communication network 210 1s the Web, each of the customer
devices 220, 230 and 240 may execute a Web browser appli-
cation for requesting, recerving, and reviewing Web pages.
Any number of customer devices may be 1n communication
with the communication network 210 and the controller 200.

Those skilled 1n the art will understand that devices in
communication with each other need not be continually trans-
mitting to each other. On the contrary, such devices need only
transmit to each other as necessary, and may actually refrain
from exchanging data most of the time. For example, a device
in communication with another device via the Web may not
transmit data to the other device for weeks at a time.

Devices

FI1G. 2 illustrates an embodiment of the controller 200. The
controller 200 may be implemented as a system controller, a
dedicated hardware circuit, an appropnately programmed
general purpose computer, or any other equivalent electronic,
mechanical or electro-mechanical device.

The controller 200 of FIG. 2 comprises a processor 230,
such as one or more Intel® Pentium® processors. The pro-
cessor 250 1s coupled to a communication port 260 through
which the controller 200 communicates with other devices,
such as the customer devices 220, 230 and 240, through
communication network 210. The controller 200 may also
communicate with locally attached devices through the com-
munication port 260. Accordingly, the communication port
260 may be adapted to communicate using protocols sup-
ported by the communication network 210 and the locally
attached devices.

Also connected to the processor 250 are an 1nput device
270 and a display 280. The input device 270 can be any device
for mputting data, such as a keyboard, a touch screen, a
mouse, a voice input device, an inirared port, or the like. The
input device 270 can be used by a retailer to enter data for use
by controller 200 in accordance with the invention. Of course,
data may also be input to the controller 200 by a retailer using
a device connected directly to the controller 200 or to the
communication network 210. The display 280 1s used to
display graphics and text and may be a CR1 computer moni-
tor, a flat-panel display or another display device.

The processor 250 1s also 1n communication with a data
storage device 290. The data storage device 290 1s generally
a data memory and may include any appropriate combination
of magnetic, optical and/or semiconductor memory. The data
storage device 290 may also include, for example, Random
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Access Memory (RAM), Read-Only Memory (ROM), acom-
pact disc and/or a hard disk. Furthermore, the storage device
290 and the other elements of FIG. 2 may each be, for
example: (1) located entirely within a single computer or other
computing device; or (11) connected to each other by aremote
communication medium, such as a serial port cable, tele-
phone line or radio frequency transceiver. In one embodi-
ment, the controller 200 comprises one or more computers
that are connected to a remote server computer for maintain-
ing databases.

The data storage device 290 stores a program 300 of pro-
cessor-executable process steps for basic operation of the
controller 200. The processor 250 executes the process steps
of the program 300 and thereby operates 1n accordance with
the present invention, and particularly 1n accordance with the
methods described 1n detail herein. The program 300 may be
stored 1n a compressed, uncompiled and/or encrypted format.
The process steps of the program 300 can be stored 1n the
storage device 290 during manufacture of the storage device
290, can be downloaded from a compact disc or other com-
puter-readable medium, or can be retrieved from a remote or
locate source via the communication port 260 1n the form of
a signal having the process steps encoded thereon.

The data storage device 290 also stores processor-execut-
able process steps for basic operation of the controller 200,
such as the process steps of an operating system, a database
management system and “device drivers” for allowing the
controller 200 to interface with computer peripheral devices.
These latter process steps are known to those skilled 1n the art,
and need not be described 1n detail herein.

According to one embodiment of the present invention, the
steps of the program 300 are transferred from the data storage
device 290 into a main memory, such as a RAM, and executed
therefrom by the processor 250. In alternative embodiments,
hard-wired circuitry may be used 1n place of, or in combina-
tion with, processor-executable software process steps for
implementation of the processes of the present mvention.
Thus, embodiments of the present invention are not limited to
any specific combination of hardware and software. More-
over, steps performed 1n accordance with the invention may
be allocated between the controller 200 an the customer
devices 220, 230 and 240.

The storage device 290 also stores (1) an offer database 400,
(1) a customer database 500; (111) a flexibility database 600,
(1v) a product pricing database 700, (v) a product description
database 800, (v1) a retailer data database 900, (vi1) a product
database 1000, (vi11) a purchase terms database 1100, and (1x)
a redemption database 1200. The databases 400 to 1200 are
described 1n detail below and depicted with sample entries 1n
the accompanying figures. In this regard, and as will be under-
stood by those skilled 1n the art, the schematic illustrations
and accompanying descriptions of the databases presented
herein are merely mtended to demonstrate operable and pre-
ferred systems for associating and storing information. A
number of other data structures may be employed besides
those suggested by the tables shown. For example, rather than
using database tables as described herein, the present inven-
tion may be implemented using only rules-based methods or
a combination of database tables and rules-based methods.
Similarly, the illustrated entries of the databases represent
sample mnformation only; those skilled in the art will under-
stand that the number and content of the entries can be dif-
ferent from those illustrated herein.

FIG. 3 illustrates several elements of the customer device
220 according to one embodiment of the ivention. In this
embodiment, the customer device 220 1s used to input data
and 1nstructions to the retail system controller 200, and to
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present data from the retail system controller 200 to a cus-
tomer. As shown, the customer device 220 includes a proces-
sor 221, such as an Intel® Pentium® processor or the like,
connected to a communication port 222. The communication
port 222 transmits data to and recerves data from external
devices such as a printer, scanner, or the like, and therefore
supports communication protocols used by the external
devices. Also connected to the processor 221 i1s an 1nput
device 223 for receiving data from a customer and a display
224 for presenting data to the customer. The mput device 223
and the display 224 can be any of the input devices or displays
discussed above.

A storage device 223 1s connected to the processor 221, and
stores data and processor-executable process steps for the
operation of the customer device 220. For example, the stor-
age device 225 stores data and process steps of an operating
system 226 which controls the operation of the customer
device 220. Also stored 1n the storage device 225 are proces-
sor-executable process steps of a Web browser 227, which can
be executed by the processor 221 to provide communication
between a customer device 220 and the retail system control-
ler 200 through the Web. Of course, depending on the nature
of the connections between the customer device 220, the
communication network 210, and the controller 200, other
known applications or hardware may be needed for the cus-
tomer device 220 to communicate with the retail system
controller 200.

Databases

Ofter Database

FI1G. 4 A 1llustrates a tabular representation of a portion of
the offer database 400 according to one embodiment of the
present invention. The offer database 400 stores data relating,
to offers submitted by customers to the retail system control-
ler 200. The tabular representation includes a number of
sample records each including details of an offer consisting of
a customer-input product description. Those skilled 1n the art
will understand that the database 400 may include any num-
ber of records. In the tabular representation shown, the data-
base 400 includes fields associated with each of the records.
The fields specity: (1) an offer identifier 402 that uniquely
identifies a particular record; (1) a customer 1dentifier 404
that uniquely 1dentifies the customer from whom a product
description contained in the record was recerved; (111) a
Manufacturer 406 (if any) specified in the recerved product
description; (1iv) Features 408 (11 any) specified in the recerved
product description; (v) Pickup Locations 410 (if any) speci-
fied 1n the received product description; (v1) Product States (1f
any) 412 specified 1n the recerved product description; and
(vi1) an offer status 414 of an offer represented by the record.
Usage of the data stored in the offer database 400 will be
discussed 1n detail below.

FIG. 4B illustrates a tabular representation of the offer
database 400 according to another embodiment of the present
invention. In this embodiment, a customer 1nitiates a transac-
tion by submuitting a sale price and 1s thereafter presented with
a product description based on the sale price. The tabular
representation includes several records, each of which repre-
sents a single offer and contains several fields. Specifically,
each record contains the offer identifier 402, the customer
identifier 404, and the status 414 as described above, as well
as an offered price 416. The offered price 416 associated with
a particular record 1s the sale price submitted by the customer
to 1imitiate the offer represented by the record. Operation of the
embodiment retlected 1n FIG. 4B 1s described below 1n con-

junction with FIGS. 18 and 19.
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Customer Database

FIG. S illustrates a tabular representation of a portion of the
customer database 500 stored in the storage device 290. The
tabular representation includes a number of sample records
and fields for each of the records. The fields specify: (1) a
customer 1dentifier 502; (11) a customer name 504; customer
contact information 506; and (1v) a payment identifier 508.

For each record 1n the customer database 500, the customer
identifier 502 1dentifies a customer to whom data 1n the record
correspond. In one embodiment, the customer 1dentifier 502
serves as a link between the data i the databases used in the
invention. For example, a customer 1dentifier 404 1n the offer
database 400 1dentifies a same customer as an 1dentical cus-
tomer 1dentifier 502 1n the customer database 500.

The first name and last name of a customer are stored as the
customer name 504, and contact information provided by the
customer 1s stored as customer contact information 506. The
contact information may include one or more of a street
address, an e-mail address, a telephone number, a facsimile
number, a pager number, or any other imformation using
which a customer can be contacted.

The payment 1dentifier 508 of a record includes informa-
tion which can be used to charge a sale price to and/or extract
payment from a customer. The tabular representation shown
in FIG. 5 includes credit card number as example payment
identifiers 508. In a case that a payment identifier 508 1s used
only to charge a sale price to a customer, the payment 1den-
tifier S08 need not be maintained after the sale price has been
charged. Accordingly, for security reasons, 1t may be desir-
able to delete the payment identifier 508 from the customer
database 500 after a sale price has been charged to the cus-
tomer and to substitute a payment identifier 508 such as
“PAID”.

Flexibility Database

FIG. 6 A 1llustrates a tabular representation of a portion of
the tlexibility database 600 according to an embodiment in
which a flexibility score 1s determined based on a product
description and a sale price 1s determined based on the flex-
ibility score. Specific details of the operation of this embodi-
ment will be described 1n detail below.

The flexibility database 600 as shown 1n FIG. 6 A includes
data grouped according to a particular product category. For
cach product category, conditions 610 and corresponding
flexibility points 620 are stored. Generally, and as will be
described below, the flexibility database 600 1s used to deter-
mine a flexibility score based on condition values in a product
description. For example, using the tabular representation of
FIG. 6A, each Manufacturer value specified 1mn a product
description adds ten points to a flexibility score. The points
are added because each additional Manufacturer value 1n a
product description may increase a number of conforming
products which can be selected by a retailer, and therefore
may increase a retailer’s flexibility 1 selecting a product to
sell. On the other hand, each Feature value in a product
description reduces a flexibility score by five points, since
cach Feature value added to a product description likely
reduces a number of conforming products. More generally,
positive tlexibility points 620 are associated with mutually-
exclusive conditions 610 and negative flexibility points 620
are associated with mutually-inclusive conditions 610. It
should be noted that the flexibility database 600 may include
additional conditions 610 and corresponding {flexibility
points 620, as well as conditions 610 and corresponding
flexibility points 620 for additional product categories.

FIG. 6B illustrates a tabular representation of a portion of
the flexibility database 600 according to another embodiment
of the invention. In this embodiment, a condition value 630
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for a product category 1s associated with a number of flex-
ibility points 640 and a weighting factor 650. A weighting
tactor 650 determines an effect which an associated condition
values 630 has on a demand sale price. Usage of weighting
factors 650 will be described below with respect to FIG. 14.

As described with respect to FIG. 6 A, the data shown 1n
FIG. 6B are used to determine a flexibility score of a product
description, which in turn 1s used to determine a sale price. As
also described, the flexibility database 600 of FIG. 6B may
include additional condition values 620, flexibility points
640, and weighting factors 650 for the Standard TV product
category and for additional product categories.

Product Pricing Database

Shown in FIG. 7A 1s atabular representation of a portion of
the product pricing database 700 according to one embodi-
ment of the invention. As shown, the tabular representation
includes several ranges of tlexibility scores 710 and corre-
sponding sale prices 720 for a particular product category.
Since the range of flexibility scores 710 and corresponding
sale prices 720 will likely vary across product categories, a
portion of the product pricing database 700 such as that illus-
trated 1n FIG. 7A exists for each product category defined by
a retailer.

The product pricing database 700 according to this
embodiment 1s used to determine a sale price based on a
product description flexibility score. For example, after
reception of a product description from a customer, a flex-
ibility score 1s determined using a flexibility database 600
such as that described with respect to FIGS. 6 A and 6B. Next,
a score range 710 including the determined flexibility score 1s
located 1n a portion of the product pricing database 700 cor-
responding to an appropriate category, and a sale price 720
corresponding to the located score range 710 1s determined to
be the sale price. A detailed description of this process 1s set
forth below.

FI1G. 7B 1llustrates a tabular representation of a portion of
the product pricing database 700 according to another
embodiment of the invention. In contrast to the product pric-
ing database 700 as represented in FIG. 7A, the FIG. 7B
representation mcludes percentage discount data 730 corre-
sponding to each flexibility score range 710. For a given
flexibility score of a product description, corresponding per-
centage discount data 730 1s determined using the product
pricing database 700 of FIG. 7B and 1s applied to a specified
price 1n order to determine a sale price. Specifics of this
embodiment are also described below. It should be noted that
the product pricing database 700 of FIG. 7B may include data
for additional product categories.

A representation of a portion of the product pricing data-
base 700 according to another embodiment 1s shown in FIG.
7C. The FIG. 7C representation includes, for a particular
product, sale prices 740 corresponding to various ranges of
flexibility scores 710. Of course, the product pricing database
700 of FIG. 7C may 1nclude data for other products. Usage of
the product pricing database 700 according to FIG. 7C 1s
described below. Generally, a conforming product is selected
based on a received product description, a tlexibility score
corresponding to the product description 1s calculated, and
data of the product pricing database 700 of FIG. 7C which
corresponds to the selected product 1s used to determine a sale
price. Accordingly, in contrast to the embodiments reflected
in FIGS. 7A and 7B, products of a same product category may
be priced differently in response to a single product descrip-
tion.

FI1G. 7D illustrates a tabular representation of a portion of
the product pricing database 700 according to yet another
embodiment. According to this embodiment, which 1is
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described 1n detail below, a product description 1s evaluated
based on predefined requirements to determine a percentage
discount. The percentage discount 1s then used to determine a
sale price.

The tabular representation shown 1n FIG. 7D includes data
for a specific product category. A set of related condition 750,
requirement 760, and percentage discount data 770 1s stored
for the specific category. Generally, each condition 750 1s
associated with any number of requirements 760, with each
requirement corresponding to a percentage discount 770. For
example, according to the first record 1n the illustrated table,
a 0% discount corresponds to a product description including
only one Manufacturer value. Of course, the product pricing
database 700 as shown 1n FIG. 7D includes additional data for
the Standard TV product category and data for other product
categories.

Although the FIG. 7A to 7D database associated a greater
flexibility with a higher flexibility score, 1t should be noted
that a greater flexibility may be represented by a lower flex-
ibility score. Of course, the discounts and/or prices associated
with flexibility scores in the illustrated databases would be
altered accordingly.

Product Description Database

FIG. 8 shows a tabular representation of a portion of the

product description database 800 according to one embodi-
ment of the present invention. The product description data-
base 800 1s used 1n embodiments 1n which a customer mputs
a sale price and 1s presented with a corresponding product
description. The product description database 800 may
include additional data to that shown in FIG. 8 and data for
additional product categories.
The tabular representation includes, for a product category,
several ranges of product discounts 810 and description
broadening rules 820 corresponding to each range. In one
contemplated use, an 1nput sale price 1s compared to an aver-
age retail price of an mput product category 1n order to cal-
culate a percentage discount reflected by the input sale price.
Description broadening rules 820 corresponding to the per-
centage discount are i1dentified and used to create a product
description. For example, using the data shown in FIG. 8, 1f
the received sale price retlects a fifteen percent discount off
the average retail price, a product description 1s created speci-
tying two manufacturers, two guaranteed features and two
pickup locations. Advantages, variations and turther details
of the above process will be set forth 1n the following discus-
S1011.

The product description database 800 may also be used to
determine a sale price based on a received product descrip-
tion. In this regard, a rule 820 most closely fitting an input
product description 1s 1dentified, and a discount 810 associ-
ated with the identified rule 1s applied to a specified price to
determine a sale price corresponding to the product descrip-
tion.

Retailer Data Database

FIG. 9A 1llustrates a tabular representation of a portion of
the retailer data database 900 according to one embodiment
of the mvention. The 1llustrated portion stores information
concerning products within a single product category. The
tabular representation includes several records, each com-
prising several fields. The fields specily: (1) a manufacturer
902; (1) current inventory 904; (111) forecasted current mnven-
tory 906; and (1v) a current/forecasted inventory ratio 908.

The manufacturer 902 of a record indicates a product
manufacturer, the current mnventory 904 represents a number
of products 1n current inventory produced by the manufac-
turer, and the forecasted current inventory 906 represents a
forecasted current amount of inventory produced by the
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manufacturer. The current/forecasted ration 908 for a particu-
lar record retlects the current imnventory 904 of the record
divided by the forecasted inventory 906, and 1s used in one
embodiment, described 1n detail below, to determine weight-
ing factors 650 of the flexibility database 600 as represented
in FIG. 6B. It should be noted that additional retailer data for
the Standard TV product category and for other product cat-
egories can be mcluded 1n the retailer database 900.

Another tabular representation of a portion of the retailer
data database 900 1s 1llustrated 1n FIG. 9B. The data within the
tabular representation are similar to that shown in FIG. 9A,
except that mstead of each record being directed to a particu-
lar manufacturer 902, each record 1s directed to a particular
product 1dentified by a product identifier 910. In an embodi-
ment to be described below, current/forecasted ratios 908 of
FIG. 9B are used to determine which of two conforming
products should be selected by the retail system controller
200 to fill a customer-accepted offer. Of course, data for
additional products may be contained in the retailer database

900 of FIG. 9B.
Product Database

A portion of the product database 1000 1s represented 1n a
tabular form 1n FIG. 10. Each record 1n the tabular represen-
tation represents one product, and comprises: (1) a product
identifier 1002; (11) a manutacturer 1004; (111) features 1006;
(1v) pickup locations 1008; (v) product states 1010; (v1) a
mimmum acceptable price 1012; and (vi1) a retail price 1014.

For each record, the product identifier 1002 1dentifies a
particular product available from a retailer. In one embodi-
ment, the product identifier 1002 for a product 1s 1dentical to
a product identifier 910 used 1n the retailer data database 900
to 1dentily the same product. The manufacturer 1004 1denti-
fies the manufacturer of the particular product, the features
1006 1dentity the features of the particular product, the pickup
locations 1008 identity locations at which the product 1is
available, and the product states 1010 identify physical states,
such as new or used, in which the particular product 1s avail-
able. The minimum acceptable price 1012 indicates a mini-
mum price at which the retail system controller 200 1s per-
mitted to sell the product, and the retail price 1014 specifies
the price of the product when sold through conventional chan-
nels. Other types of data, as well as data for products other

than those shown, may be included 1n the product database
1000.

Purchase Terms Database

FIG. 11 shows a tabular representation of the purchase
terms database 1100 according to one embodiment of the
invention. The data shown 1n FIG. 11 are sample data, and are
not intended to reflect a complete database 1100. The tabular
representation comprises several records, each of which
includes (1) a purchase terms identifier 1102; (1) an offer
identifier 1014; and (111) generated purchase terms 1106. The
purchase terms identifier 1102 1dentifies a particular record in
the database 1100. In other embodiments, the purchase terms
database 1100 also 1includes a product identifier identifying a
product to be sold to the customer. The offer identifier 1104
identifies a particular offer initiated by a customer-input prod-
uct description or price, and can be used to reference related
data associated with an 1dentical offer identifier 402 from the

ofter database 400.

The generated purchase terms 1106 include terms gener-
ated by the retail system controller 200 and accepted by the
customer. For example, 1n a case that a transaction was 1niti-
ated by customer input of a product description, the generated
purchase terms 1106 would include a corresponding sale
price generated by the controller 200. On the other hand, if the
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transaction was initiated by customer input of a sale price, the
generated purchase terms 1106 would 1nclude a generated
product description.

Redemption Database

FIG. 12 1llustrates a portion of a tabular representation of
the redemption database 1200. The redemption database
1200 includes several records containing associated fields.
The fields specity: (1) a redemption identifier 1202; (11) a
purchase terms identifier 1204; (111) a product identifier 1206;
(1v) redemption information 1208; and (v) a redemption sta-
tus 1210. Upon recerving a redemption 1dentifier from a cus-
tomer, the controller 200 locates an identical redemption
identifier 1202 1in the database 1200. A purchase terms 1den-
tifier 1204 associated with the redemption identifier 1202 1s
then used to retrieve associated data from the purchase terms
database 1100 needed to validate and process a redemption of
the product identified by the product identifier 1206. The
redemption information 1208 specifies details of a redemp-
tion such as transaction-specific condition values under
which a redemption must take place, and the redemption
status 1210 1ndicates a status of the redemption identified by
the record.

Processes

I. Retailer Determines a Sale Price Based on a Product
Description

FIG. 13 illustrates a flow diagram 1300 of process steps for
an embodiment of the present invention in which a customer
inputs a product description and receives a sale price 1n
response. In an embodiment where the controller 200 per-
torms the process steps of FIG. 13, the process steps may be
embodied 1n hardware within the controller 200, 1n processor-
executable process steps stored on a computer-readable
medium such as the storage device 290 and executed by the
processor 250, 1n processor-executable process steps encoded
in an electronic signal received by the controller 290 and
executed by the processor 250, or 1n any combination thereof.
It should be noted that each other flow diagram of process
steps described herein may be similarly embodied. In addi-
tion, the particular arrangement of elements 1n the flow dia-
gram 1300, as well as the other flow diagrams discussed
herein, 1s not meant to 1imply a necessary order to the steps;
embodiments of the present mvention can be practiced 1n
many different orders.

The FIG. 13 process steps being at step 1302, 1n which a
product description 1s recetved from a customer. In one
embodiment, a product category 1s also received with the
product description. The product description 1s a set of con-
dition values describing a desired product. For example, the
product description “Sony”, “Magnavox”, “Toshiba™, “Pic-
ture-1n-Picture”, and “New”, describes both a new 27 1n.
Magnavox television with picture-in-picture as well as a new
35 1n. Sony television with picture-in-picture, digital comb
filter, V-chip, and surround sound features. It should be noted
that a product description may also include limiting condi-
tions values, such as “27 in. to 35 1n.”.

In one embodiment, a customer 1nputs the product descrip-
tion prior to step 1302. For example, a customer using the
customer device 220 selects the product category Standard
Television and 1inputs the product description “Sony”, “Mag-
navox’’, “Toshiba”, “Picture-in-Picture”, and “New” using
the mput device 223 and the display 224. In this regard, the
interface provided by the customer device 220 for input of the
product description may present retailer-defined conditions
for which values are selected by the customer using well-
known graphical user interface elements such as pull-down
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menus, check, boxes, or radio buttons. Text-entry boxes may
also be provided for customer entry of condition values. The
product description may be input in any number of other ways
depending on the nature of the customer device 220, such as
by using voice recognition or character recognition, or from a
computer-readable medium storing a product description. In
another embodiment, the customer device 220 presents the
customer with several product descriptions, and the customer
inputs a product description prior to step 1302 by selecting
one of the presented product descriptions. It should be noted
that the customer device 220 used to input the product
description may be located within a store operated by a
retailer.

Returning to step 1302, the condition values of the recerved
product description are stored 1n appropriate fields of the offer
database 400 along with an offer identifier 402 generated to
identily the present offer and a customer 1dentifier 404 which
identifies the customer. Also stored 1n association with the
product description 1s a status 414 of “Pending System”.

In step 1304, a sale price 1s determined based on the
received product description. Several systems for determin-
ing the sale price are discussed below with respect to FIG. 14
and FIG. 15; these systems primarily use data stored 1n the
flexibility database 600, the product pricing database 700,
and the retailer data database 900. After the sale price 1s
determined, the sale price 1s transmitted to the customer 1n
step 1306. Accordingly, the associated status 414 1s updated
to “Pending Customer™ to reflect that the system 1s awaiting
acceptance or rejection of the sale price.

In one embodiment, the sale price 1s transmitted from the
retail system controller 200 over the communication network
210 and back to the customer device 220 from which the
product description was recerved in step 1302. After reception
of the sale price, the customer device 220 displays the sale
price to the customer using the display 224. Of course, 1n a
case that the customer device 220 does not have a display 224,
the sale price 1s communicated to the customer in some other
manner, such as through a speaker or a printout. The sale price
may also be transmitted to the customer 1n step 1306 using,
other known methods.

In another embodiment, the sale price transmitted in step
1306 1s specified 1n terms of a discount amount, such as “25%
off the retail price of the selected product”, or “$50 off the
retail price of the selected product”.

Transmitted along with the sale price are other purchase
terms which facilitate formation of a binding agreement
between the customer and the retailer. The other purchase
terms include, i one embodiment, the recerved product
description and an offer from the retailer to sell a product
conforming to the product description for the sale price. How-
ever, the controller 200 does not transmit, in step 1306, and
betfore an agreement to purchase a product for the sale price 1s
received, any information to the customer identifying a par-
ticular product to be sold to the customer upon completion of
the transaction. The customer 1s also not guaranteed, before
an agreement to purchase a product for the sale price 1s
received, what specific product will be purchased. By avoid-
ing transmission of this information, a retailer 1s provided
with flexibility in selecting a product to sell after the customer
1s bound to the agreement. However, 1n another embodiment,
specific details of two or more particular products are trans-
mitted to the customer 1n step 1306 along with an inclination
that an unspecified one of the particular products will be sold
to the customer upon receiving an agreement from the cus-
tomer. This embodiment also provides the retailer with some
flexibility 1n selecting a product to sell after the customer 1s
bound.
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It should be noted that a particular product conforming to
the product description may or may not be selected prior to

step 1306.

After step 1306, 1t 1s determined 1n step 1308 whether or
not the customer agrees to the sale price. In one embodiment,
the customer 1s required to select an “I Agree” symbol dis-
played on the display 224 and the selection 1s transmitted to
the retail system controller 200 via the communication net-
work 210. Of course, other known systems for communicat-
ing an agreement can be used 1n step 1308. The customer may
also be required to provide customer and payment informa-
tion, such as a credit card number, so that the retailer 1s
ensured of payment. The customer and payment information
are stored 1n the customer database 500 along with an asso-
ciated customer identifier 502. In other embodiments, the
customer and payment nformation are received with the
product description 1n step 1302, and a credit check/pre-
authorization for the sale price 1s performed prior to trans-
mission of the sale price 1n step 1306.

If 1t 1s determined 1n step 1308 that the customer does not
agree to the sale price, the process steps of F1G. 13 terminate.
In some embodiments, the customer can edit the product
description rather than agree to the sale price, or the retail
system controller 200 can suggest changes to the product
description which would reduce the sale price. Once 1t 1s
determined that the customer agrees to the sale price, flow
continues to step 1310.

In step 1310, a product 1s selected that conforms to the
product description. One system for such selection 1s
described below 1n conjunction with FIG. 16. After the con-
forming product 1s selected 1n step 1310, redemption infor-
mation 1s transmitted to the customer 1n step 1312. In one
embodiment, the redemption information includes specific
details 1identitying the selected product and selected transac-
tion-specific details such as pickup location and redemption
time. The transaction-specific details may be selected so as to
mask a discount reflected in the sale price, as will be described
in detail with reterence to FIG. 16. In another embodiment,
the customer 1s not presented with information identifying the
selected product until the product 1s redeemed. In this regard,
the product may not even be selected until the customer
attempts to redeem the product. The latter arrangement pro-
vides retailers with significant flexibility in choosing a prod-
uct to sell and retailers may therefore significantly discount
products redeemed 1n this manner.

The redemption information may be transmitted via the
communication network 210 used to recerve the product
description or by another communication network. In a case
that the product will be picked up by the customer at a retail
location, also transmitted 1n step 1312 1s a redemption 1den-
tifier embodied 1n a paper voucher, a personal 1dentification
code, a frequent shopper card, or other record of purchase
details. Similarly to step 1205, step 1312 may also be per-
formed once a customer arrives at a retail location to pick up
a product.

A product redemption 1s processed in step 1314. In one
embodiment, a product redemption involves receiving a
redemption identifier from a customer and presenting the
customer with a corresponding product identified in the
redemption database 1200. The retailer presented with the
redemption 1dentifier need not be in communication with the
retail system controller 200. In this regard, the presented
redemption identifier may represent, perhaps i encoded
form, all the information needed for the redemption, such as
the information shown in the redemption database 1200. In
addition, there may be no need to process a product redemp-
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tion 1n a case that the selected product i1s shipped to the
customer. Details of product redemption will be discussed
with respect to FIG. 17.

It should be noted that the foregoing process steps do not
describe each embodiment of the invention. For example, a
conforming product may be selected any time after a product
description 1s received. In another embodiment, a customer 1s
presented with suggestions to change a product description
after the product description 1s received, in a case that no
conforming product 1s available or for other reasons. More-
over, a sale price and alternative product descriptions may be
transmitted 1n step 1306. The alternative product descriptions
may be similar to the recerved product description but with
different condition values. In this embodiment, 1t would be
determined 1n step 1308 whether the customer agreed to the
sale price and to what product description the customer
agreed.

The customer and the retailer benefit as a result of the FIG.
13 process steps. Specifically, the customer can receive lower
prices by providing flexible description parameters and may
receive discounts that would not be given to the general public
for fear of price and brand dilution. The retailer 1s able to
evaluate a customer’s individual demand based on the
received description and determine a sale price accordingly,
thereby reducing losses associated with conventional retail
pricing system. In embodiments where the retailer does not
select the product to sell until well after the customer agree-
ment, the retailer further benefits by being able to optimize
the ordering of inventory based on outstanding offers.
Although the process steps may result 1n a single product
being sold for different sale prices, the system 1s perceived as
fair because a higher-paying customer likely agreed to a dii-
terent product description than a lower-paying customer, and
neither would have agreed to the other’s product description
and sale price. The product descriptions received from cus-
tomers also allow a retailer to determine what features are
important to customers and to purchase and price mventory
accordingly.

FI1G. 14 1llustrates a tflow diagram 1400 of process steps
which may be used in step 1304 of FIG. 13 to determine a sale
price based on a received product description. The process
steps begin at step 1402, in which a number of flexibility
points 1s determined for each condition value 1n the recerved
product description. The number of flexibility points 1s deter-
mined using the flexibility database 600 as represented in
FIG. 6 A. In operation, a condition value 1n the description 1s
determined to correspond to a number of flexibility points 620
associated with the corresponding condition 1n the flexibility
database 600. Next, 1in step 1404, the flexibility points corre-
sponding to each condition value are summed to determine a
flexibility score.

As an example of steps 1402 and 1404, a case 1s considered
in which a flexibility score 1s determined for the product
description “Sony”, “Magnavox” “Toshiba™, “V-chip”, “ste-
reo sound”, and “Picture-in-Picture”. According to the data-
base 600 as represented in FIG. 6A, the condition values
“Sony”’, “Magnavox” and “Toshiba” are determined to cor-
respond to +10 tlexibility points each, and the remaining
feature values are determined to correspond to -3 flexibility
points each. Accordingly, the flexibility score corresponding
to the product description 1s fifteen (10+10+10-5-5-5=13).

According to another embodiment, steps 1404 and 1404
are performed using data shown in the flexibility database 600
of FIG. 6B. Flexibility scores are determined using the flex-
ibility database 600 of FIG. 6B by multiplying, for each
condition value 630, a corresponding number of flexibility
points 640 with a corresponding weighting factor 650. Using,
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the previous product description, the condition values
“Sony”’, “Magnavox”, “Toshiba”, “V-chip”, “stereo sound”,
and “Picture-in-Picture” would correspond to flexibility
points  (+10x5)=+50, (+10x0.5)=+5, (+10x1)=+10,
(-3x1)==5, (-5x4)=-20 and (-35x3)=-15, respectively.
Accordingly, a flexibility score of 30+5+10-5-20-15=25
would be determined 1n step 1302.

As described above, a weighting factor 650 of the flexibil-
ity database 600 may retlect the desirability of a correspond-
ing condition value 1n view of retailer data. For example, 1f a
ratio 908 of current inventory 904 of a manufacturer 902 to
forecasted inventory 906 of the manufacturer 902 in the
retailer database 900 1s 3, the retailer may wish to price the
manufacturer’s products so as to increase sales thereof.
Accordingly, the retailer would like to associate a high flex-
ibility score with received product descriptions including the
desired manufacturer as a condition value. Theretore, a cor-
responding weighting factor 650 1n the flexibility database
600 of FIG. 6B 1s set to 5. On the other hand, a current/
forecasted ratio 908 of 0.5 indicates that a second manufac-
turer’s products are selling better than expected. Since the
retailer would likely prefer to continue selling these products
without a discount, inclusion of the second manufacturer in a
product description does not significantly increase the tlex-
ibility available to the retailer 1n selecting a product to sell. As
a result, the weighting corresponding to the second manufac-
turer 1s set to 0.5 1n the database 600 of FIG. 6B.

The embodiment of the flexibility database 600 illustrated
in FIG. 6B thereby allows retailer data such as inventory,
sales, demand and subsidies to be used in creating a flexibility
score which more accurately reflects a flexibility and a desir-
ability of a particular description. For example, manufactur-
ers of certain products may oil

er subsidies to a retailer to
promote sales of the products. Therefore, condition values
630 representing the subsidized products are associated with
relatively large weighting factors 650 so that a product
description to which a subsidized product conforms will
likely produce a high flexibility score.

In one embodiment, weighting factors 6350 are generated
for each condition value in each product category, either
manually or using ratios as shown i FIGS. 9A and 9B. It
should also be noted that other retailer data can be used 1n
determining weighting factors 650 corresponding to particu-
lar condition values, such as current sales v. forecasted sales,
current sales lower than current demand, and current inven-
tory higher than historical inventory. Moreover, the weighting
factors 630 can be updated periodically or 1n “real time” by
triggering oil of changes made to the retailer data.

Returning to the tlow diagram 1400, a sale price 1s deter-
mined in step 1406 based on the flexibility score by using the
product pricing database 700. In the embodiment of the data-
base 700 represented in FIG. 7A, the previously-determined
flexibility score of 25 correspond to a sale price of $250. The
corresponding sale prices 720 shown i FIG. 7A can be
derived 1n many ways. The prices 720 may be based on a
range ol previously-offered discount prices of products
within the product category, on a range of percentage dis-
counts oil an average retail price of products in the category,
on incremental price steps between the lowest and highest
retail prices 1n the product category, or on any other data. It
should be noted that the sale prices 720 1n the product pricing
database 700 are not necessarily related to a product which
will be eventually sold to the customer.

Using the FIG. 7B embodiment of the database 700, the
ﬂex1b111ty score of 25 corresponds to a 20% discount, and the
sale price 1s determined 1n step 1406 by applying the percent-
age discount 730 to a retail price corresponding to the product
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category. The retail price to which the discount 730 1s applied
may be a retail price of a product already selected for sale to
the customer, a retail price of another conforming product, an
average retail price of conforming products, or another price.
Again, the retail price 1s not necessarily related to the product
which will be eventually sold to the customer.

In a case that a conforming product for sale 1s selected prior
to determination of a sale price, data shown 1n FIG. 7C are
used to determine the sale price in step 1406. As shown, the
data associate a tlexibility score 710 with a sale price 740 for
a particular product. For example, in a case that product
P-1000 was selected and a flexibility score of 25 was deter-

mined prior to step 1406, a sale price of $250 i1s determined
using the data of FIG. 7C.

It should be noted that the databases 600, 700 as shown 1n
FIG. 6A to FIG. 7B may be organized by specific product
rather than by product category. In this case, a product 1s
selected prior to step 1304 and entries of the databases 600,
700 corresponding to the selected product are used as
described above to determine the sale price 1n step 1406.

FI1G. 15 illustrates a tlow diagram 1500 of process steps to
determine a sale price based on a product description (step
1304) according to another embodiment of the invention. The
process begins at step 1502, 1n which the retail system con-
troller 200 determines a number of condition values specified
in the product description for each condition. Next, in step
1504, a discount 1s determined for each condition using the
product pricing database 700 as 1llustrated in FIG. 7D. Spe-
cifically, for each condition 750, an appropriate requirement
760 15 1dentified and a percentage discount 770 associated
with the requirement 1s determined. For example, 1n a case
that a product description includes three manufacturer values
and two features, percentage discounts of 10% and 3% are
determined 1n step 1504.

In step 1506, a cumulative discount corresponding to the
product description 1s calculated by summing the determined
percentage discounts. In the previous example, the cumula-
tive discount 1s 15%. Next, 1in step 13508, the sale price 1s
determined by discounting a particular retail price by the
cumulative discount. The particular retail price may be aretail
price of a specific conforming product, an average retail price
ol the subject product category, or any other price.

It should be noted that the percentage discounts 770 stored
in the product pricing database 700 of FIG. 7D may be con-
dition value-specific as described with respect to FIG. 6B. In
this case, the requirements 770 would include particular con-
dition values, and discounts, either weighted or unweighted,
would be associated with each value. As also described with
respectto FIGS. 6 A to 7B, the product pricing database 700 of
FIG. 7D may be organized by specific product rather than by
product category. In this case, a product 1s selected prior to
step 1304 and entries of the database 700 corresponding to the
selected product are used as described above to determine the
sale price 1n step 1508.

In another embodiment of step 1304, the retail system
controller 200 stores product descriptions and associated
sales price. Accordingly, 1n this embodiment, a stored product
description most similar to the recerved product description 1s
identified and a sale price 1s determined to be equal to a sale
price associated with the stored product description. Still
other methods for determining a sale price based on a product
description will be apparent to those of ordinary skill in the
art.

FI1G. 16 1llustrates a detailed tlow diagram 1600 of process
steps to select a product that conforms to a product descrip-
tion according to step 1310 of FIG. 13. Initially, at step 1602,
the product database 1000 is searched to 1dentify products
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which conform to the product description recetved in step
1302. When searching the database 1000, 1t 1s not necessary
to consider products having a minimum acceptable price
1012 greater than the sale price determined 1n step 1304.

In step 1604, a product to sell 1s selected from the identified
conforming products. In one embodiment, transaction-spe-
cific condition values conforming to the product description
are also selected 1n step 1604. The selection of a product and
of condition values can be based on many different factors.
For example, a product may be selected that optimizes profit,
inventory, sales, demand, subsidies, or any other variable. In
this regard, a product having excess inventory may be
selected for sale even though the determined sale price
reflects a substantial discount off the retail price.

A retailer may be more likely to sell a product at a discount
in a case that the recerved product description includes an
undesirable transaction-specific condition value, such as
pickup at an inconvenient location, because the undesirable
value can be used to mask the discount. In other words,
although the product may be available at a more convenient
location, the retailer can select to sell the product at the
inconvenient location specified in the product description.
The customer will therefore tend to feel like the discount was
carned, and other customers paying more for the product but
picking up the product at a convenient location will feel fairly
treated. Moreover, price and brand dilution can be minimized
because the discount will be attributed to the details of the
transaction rather than to the product.

Many other transaction-specific conditions can be used to
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Redemption and Product State. The Time of Redemption
condition specifies a time period during which the customer 1s
willing to wait before redeeming the product. In a case that a
customer has specified a Time of Redemption value such as
three months, the retail system controller 200 can use the
customer’s willingness to wait for the product as an apparent
reason lor offering a large price discount. Moreover, the
retailer may be willing to discount a price of a product in
exchange for future demand guaranteed by the three month
condition value, because the retailer will be able to reorder
inventory tailored to the future demand or to select a particu-
lar product 1n step 1310 that hasn’t sold well through conven-
tional channels.

The Product State condition may have values such as
“new”’, “used”, “refurbished”, “demo”, or the like. These
values are useful because a retailer may want to discount a
non-new product to dispose of products that aren’t selling and
that cannot be returned to the manufacturer. The non-new
condition values may also be used to justily a discount in an
attempt to minimize price dilution, brand dilution, and per-
ceived unfairness.

A retailer may have other reasons for selecting a particular
product and particular transaction-specific condition values.
For example, 1f a new or remote pickup location 1s specified 1n
a product description along with other locations, a retailer
may choose to select a product to be picked up at the specified
location simply to increase customer traific at the new or
remote location.

In step 1606, the purchase terms database 1100 1s updated.
The database 1100 1s updated by creating a purchase terms
identifier 1102 corresponding to the current offer identifier
1104 and by storing the generated purchase terms 1106 1n
conjunction with the created purchase terms identifier 1102.
Next, 1n step 1608, the redemption database 1200 1s updated
by generating a redemption identifier 1202 and associating
the purchase terms identifier 1204, a product 1dentifier 1206
identifying the selected product (1f any), and any transaction-
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specific redemption information 1208 therewith. Also asso-
ciated therewith 1s a redemption status 1210.

FI1G. 17 illustrates a tlow diagram 1700 of process steps to
process a customer redemption of the selected product
according to one embodiment of step 1314 of FIG. 13. The
process begins at step 1702, wherein a redemption 1dentifier
1s recerved from the customer. The redemption 1dentifier may
be embodied 1n a voucher, a personal 1dentification code, or
the like transmaitted to the customer in step 1312. The redemp-
tion may occur at a retail store or, in a case that the product
will be shipped to the customer, may be initiated by transmis-
s10n of the redemption identifier from a customer device 220
to the retail system controller 200. In a case that redemption
information 1208 associated with a record indicates that a
redemption must occur at a future time, a retailer may send a
reminder to an associated customer that the future time 1s
approaching.

In step 1704, the redemption 1s analyzed to validate
whether all requirements for the transaction are satisiied.
According to one embodiment of step 1704, the received
redemption identifier 1s used to locate a corresponding record
in the redemption database 1200 and, specifically, to locate
redemption information 1208 associated with the redemption
identifier. The current redemption 1s then analyzed in step
1704 to determine whether the current redemption satisfies
the details of the redemption information 1208. For example,
it 1s determined 1n step 1704 whether the customer 1s picking
up the product at the location and time specified 1in the
redemption information 1208, 11 any. In other embodiments,
the received redemption 1dentifier encodes redemption infor-
mation such as the redemption information 1208 and the
redemption identifier 1s decoded to retrieve the imnformation
used 1n step 1704.

It 1s then determined, 1n step 1706, whether a payment has
been received from the customer. In one embodiment, this
determination 1s made by referring to the redemption status
1210 of the corresponding record 1n the redemption database
1200. If payment has not been received from the customer,
tlow proceeds from step 1706 to step 1708 to recerve payment
from the customer. The payment may be in any form accept-
able to the retailer, such as cash, check, credit card, debit card,
or the like. In a case that the redemption 1s not conducted
in-person, 1t may be easiest to recetve payment by credit card.
In some embodiments, payment 1s guaranteed with payment
information i conjunction with customer acceptance of a
received sale price. In this regard, the customer may be
charged a penalty if he does not attempt redemption.

If the payment has been received, the customer 1s pre-
sented, 1n step 1710, with the product 1dentified by the prod-
uct 1dentifier 1206 of the corresponding record. If the corre-
sponding record does not include a product identifier 1206,
the product 1s also selected 1 step 1710. The presentation
may include handing the product to the customer or shipping,
the product to the customer. In this regard, the product may be
a software-based product which 1s shipped to the customer by
encoding the product 1n an electrical signal and sending the
signal to a customer device 220 over the communication
network 210 using an appropriate transmission protocol.

II. Retailer Determines A Product Description Based On A
Sale Price

FI1G. 18 1llustrates a flow diagram 1800 of process steps of
a sales transaction according to another embodiment of the
present invention. Generally, the process steps differ from
those 1llustrated 1n FI1G. 13 1n that a sale price 1s recerved from
a customer and a product description 1s determined based on
the sale price.
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In more detail, a sale price 1s received from a customer at
step 1802. The sale price may be received 1n any know man-
ner, including those specified above with respect to step 1302
of FIG. 13. In alternative embodiments, the sale price
received 1n step 1802 1s 1in the form of a range of sale prices,
a percentage discount oif a retail price, or a discount amount
ofl a retail price. A product category may also be recerved
along with the sale price. For example, the data “$200” and
“Standard Television” may be received in step 1802. The
received sale price may also be specified 1n terms of a dis-
count, such as “$10 less than retail price” or “20% off retain
price”, or a range of values, such as “$400 to $425”. In one
embodiment, the recetved sale price 1s stored 1n the otfered
price field 416 of the offer database 400 1n association Wlth an
offer identifier 402 created to represent the current otfer.

Next, 1n step 1804, a product description 1s determined
based on the received sale price. In one embodiment, a data-
base may be used which consists, for each product category,
several ranges of sale prices and a product description corre-
sponding to each range. In this embodiment, step 1804 1s
performed simply by identiiying the range of prices in which
the recerved sale price falls and obtaining the corresponding
product description. In a variation of this embodiment, sev-
eral descriptions may correspond to each range of said prices.

In another embodiment, the product description database
800 1s used 1n step 1804 to identity a rule 802 corresponding
to the received sale price. A product description 1s created
based on the corresponding rule 802, with the condition val-
ues of the product description 1dentifying related or similar
values. For example, if the rule 802 calls for three manufac-
turers, three low-end or three high-end manufacturers may be
included in the created product descriptions. Details of
another embodiment of step 1804 will be described 1n con-
junction with FI1G. 19.

After step 1804, the product description 1s transmitted to a
customer 1n step 1806. The transmission can be performed
using one of the methods discussed with respect to step 1306,
or using other known methods. In one embodiment, the prod-
uct description 1s transmitted with purchase terms which,
along with a customer’s agreement to the product description,
creates a binding contract to purchase a product. The pur-
chase may include the received sale price, the product
description, and an offer from the retailer to sell a product
conforming to the product description for the sale price. In
another embodiment, the controller 200 does not transmit, in
step 1806, any information to the customer identilying a
particular product to be sold to the customer before an agree-
ment to purchase a product conforming to the product
description 1s recerved. The controller 200 also does not guar-
antee to the customer, before an agreement to purchase a
product conforming to the product description 1s recerved,
what specific product will be purchased. By avoiding trans-
mission of this mformation, a retailer 1s provided with tlex-
ibility 1n selecting a product to sell atter the customer 1s bound
to the sale.

Alternatively, two or more particular products are 1denti-
fied to the customer 1n step 1806 along with an indication that
an unspecified one of the particular products will be sold to
the customer upon receiving an agreement from the customer.
This embodiment also provides the retailer with some flex-
ibility in selecting a product to sell after the customer 1s
bound.

Next, in step 1808, 1t 1s determined whether the customer
agrees to purchase a product conforming to the product
description for the sale price. Similar mechanisms to those
described 1n conjunction with step 1308 can be used to deter-
mine whether the customer has made such an agreement. It
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the customer does not agree, the FIG. 18 process steps termi-
nate. The customer may have an opportunity to resubmit the
sale price 1n hopes of receiving another product description,
or the customer may have the option of submitting a new sale
price. If the customer agrees, flow proceeds to step 1810.
Steps 1810 to 1814 proceed similarly to steps 1310 to 1314
and detailed descriptions thereof are omitted for the sake of
brevity.

According to the FIG. 18 process steps, the retailer may sell
a sample product or two customers for two different sale
prices. However, the two customers will likely perceive the
system as fair because each 1s agreeing to a different sale price
and product description. In addition, the retailer may deter-
mine a broad product description based on the lower sale
price to give an impression that the lower sale price 1s avail-
able only because the lower-paying customer agrees to a
broad product description. This method masks any discount
reflected 1n the lower sale price, reduces percerved unfairness
and allows a retailer to sell a product at a discounted price
while minimizing price and brand dilution.

FI1G. 19 1llustrates a flow diagram 1900 of process steps
according to one embodiment of step 1804. The process steps
can be used to determine a product description based on a
received sale price.

First, products which conform to the sales price perceived
in step 1802 are identified by referring to the minimum
acceptable prices 1012 of the product database 1000. Specifi-
cally, for each product of a product category recerved 1n step
1802, an associated minimum acceptable price 1012 1s com-
pared with the received sale price. The products having an
associated minimum acceptable price 1012 less than the
received sale price are 1dentified as conforming products in
step 1902. For example, if the received sale price 1s $300,
products P-1000 and P-1002 of FIG. 10 are identified as
conforming products.

In step 1904, products for which discounts are preferred are
selected from the identified conforming products. In one
embodiment, only those conforming products that are selling
more slowly than forecasted are selected in step 1904. These
slow-selling products can be 1dentified from the retailer data-
base 900 as those having a current/forecasted ratio 908 of less
than unity. In the present example, the product having an
identifier 910 P-1000 1s selected as a product for which dis-
counts are preferred. It should be noted that more than one
product may be selected 1n step 1904.

Of course, other methods may be used and other retailer
data considered when selecting preferred products to dis-
count 1n step 1904. For example, 1t may be preferable to
determine a desired price for each identified conforming
product and to select only those products for which the
desired price 1s less than the received sale price.

In step 1906, a product description 1s created which covers
the products selected in step 1904. In one embodiment, the
created product description includes all mutually-exclusive
condition values present 1n each selected product. In addition,
the product description includes only those mutually-inclu-
stve conditions present 1n all selected products. Using these
guidelines and the data representing product identifiers 1002
P-1000 and P-1002 1n the product database 1000, a product
description 1s created including the mutually-exclusive con-
dition values “Magnavox”, “Toshiba™, “Stamford”, “Hart-
ford”, “Teaneck”, “New”, and “Refurbished”, and the mutu-
ally-exclusive condition value “Picture-in-Picture”.

In step 1908, the created product description 1s broadcasted
in order to mask any discount which may result from the sale
of a product at the sale price. In general, the description 1s
broadened by removing condition values for mutually-inclu-
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stve conditions and by adding condition values for mutually-
exclusive conditions. By broadening the product description,
any discount will appear to be due to the customer’s willing-
ness to accept the uncertainty presented by a tlexible product
description.

In one embodiment of step 1908, the description 1s broad-
ened based on a percentage discount oif a retail price reflected
by the sale price. The retail price may be a retail price of a
particular product to be sold to the customer, 1n a case that the
particular product has been selected, an average retail price of
the products selected 1n step 1802, or another retail price. As
shown 1n the FIG. 8 representation of the product description

database 800, ranges of percentage discounts 810 and asso-
ciated description broadening rules 820 are established for a
product category. In operation, a percentage discount 1s cal-
culated, a corresponding range 810 1s located 1n the product
description database 800, and description broadening rules
820 associated with the range are identified. It 1s then ensured
that the description created 1n step 1804 1s at least as broad as
specified 1n the 1dentified rules. If not, condition values are
added (for mutually-exclusive conditions) and/or removed
(for mutually-inclusive conditions).

In another embodiment of step 1908, the product descrip-
tion database 800 1s organized by product rather than by
product category. Accordingly, a product 1s selected to sell
prior to step 1908, a percentage discount reflected by the sales
price 1s calculated, and data in the database 800 correspond-
ing to the product 1s accessed to 1dentily appropriate descrip-
tion broadening rules 820 corresponding to the percentage
discount 810.

The description may also be broadened 1n step 1908 to
include mutually-exclusive condition values normally pos-
sessed by expensive products 1n order to encourage the cus-
tomer to agree to the product description. On the other hand,
the product description may be broadened to describe lower-
quality 1tems in order to give a customer agreeing to the
product description a pleasant surprise when the customer
learns that the product to be purchased 1s a better-quality
product.

I1I. Retailer Transmits Product Description And Sale Price

FIG. 20 1llustrates a tlow diagram 2000 of process steps of
a sales transaction according to yet another embodiment of
the invention. The process steps are used to determine a
product description and a sale price and to transmit the prod-
uct description and the sale price to a customer.

Specifically, a product description and a sales price are
determined in step 2002. In one embodiment, step 2002
occurs 1n response to customer mput of a product category.
The product description may be determined 1n step 2002
based on a manual entry or using an automated analysis of
retailer data, with the sale price being determined based on
the product description using any of the methods described
above. Alternatively, the sale price can be determined based
on a manual entry or using an automated analysis, with the
product description being determined based on the sale price
as described above or by using other methods.

Next, in step 2004, the product description and sale price
are transmitted to a customer device 220 from which the
product description and sale price can be presented to cus-
tomers. For example, the product description and the sale
price may be transmitted to a publicly-located kiosk or ATM
machine, where they can be presented to customers approach-
ing the kiosk or ATM machine for information or banking
services. Alternatively, a retail store can include such kiosks
for display of information and special deals to browsing cus-
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tomers. In addition, the product description and the sale price
may be transmitted to electronic price tags and presented to
customers thereby.

In one embodiment, the product description and the sale
price are transmitted along with information to facilitate for-
mation of a binding agreement between the customer and the
retailer. The information may include the product description,
the sale price and an offer from the retailer to sell a product
conforming to the product description for the sales price. Itis
contemplated to avoid transmitting, before recewving an
agreement to purchase a product conforming to the product
description for the sale price, any information to the customer
identifying a particular product to be sold to the customer
upon completion of the transaction. It 1s also contemplated to
avold guaranteeing to the customer, before receiving an
agreement to purchase a product conforming to the product
description for the sale price, what specific product will be
purchased. By avoiding transmission of this information, a
retailer 1s provided with tlexibility 1n selecting a product to
sell after the sale 1s secured. In another embodiment, specific
details of two or more particular products are also transmaitted
to the customer 1n step 2004 along with an indication that an
unspecified one of the particular products will be sold to the
customer upon recerving an agreement from the customer.
This embodiment also provides the retailer with some flex-
ibility 1n selecting a product to sell after a sale 1s secured.

Thereafter, 1n step 2006, 1t 1s determined whether a cus-
tomer has agreed to purchase a product conforming to the
product description for the sale price. The customer can indi-
cate agreement 1 any know manner, including using the
customer device 220 from which the sale price and the prod-
uct description were presented to the customer. Steps 2008,
2010 and 2012 proceed similarly to steps 1310, 1312 and
1314 of FIG. 13, respectively, and descriptions of these steps
are therefore omitted for the sake of brevity.

IV. Airline Ticket Embodiment

FI1G. 21 illustrates a tlow diagram 2100 of process steps to
sell an airline ticket according to one embodiment of the
present mvention. The process steps begin at step 2102, in
which a product description describing a desired air travel
itinerary 1s recetved from a customer. The description may be
submitted using any of the methods described with respect to
step 1302. The description may include one or more condition
values corresponding to the conditions Departure City,
Departure Date, Departure Time, Arrival City, Arrival Date,
Arrival Time, Airline, Class, or the like. In one embodiment,
the condition values are specified 1n terms of a range, such as
a Departure Time condition value of “1:00 pm to 4:00 pm”™.

In step 2104, the retail system controller 200 determines a
sale price corresponding to the product description. The sale
price may be determined based on any of the methods dis-
cussed with respect to step 1304, or using other methods. The
sale price 1s then transmitted to the customer 1n step 2106. In
one embodiment, also transmitted 1n step 2106 1s an agree-
ment from the retailer to sell, for the sale price, an airline
ticket for flights which conform to the product description.

Next, in step 2108, an agreement 1s received from the
customer to purchase an airline ticket for flights conforming
to the product description for the sale price. In one embodi-
ment, the controller 200 does not transmit, before an agree-
ment to purchase an airline ticket for the sale price 1s recerved,
any information to the customer 1identitying a particular tlight
on which the purchased airline ticket will allow the customer
to travel. The customer 1s also not guaranteed, before an
agreement to purchase an airline ticket for the sale price 1s
received, to what specific flight or flights the airline ticket
corresponds. By avoiding transmission of this information, a

10

15

20

25

30

35

40

45

50

55

60

65

26

retailer 1s provided with flexibility in selecting an airline
ticket to sell after the customer 1s bound to the agreement.
However, in another embodiment, specific details of two or
more particular flights are transmitted to the customer 1n step
2108 along with an indication that the airline ticket that will
be sold will allow the customer to travel on an unspecified one
or more of the particular tlights. This embodiment also pro-
vides the retailer with some flexibility 1n selecting a ticket to
sell after the customer 1s bound.

An airline ticket for tlights conforming to the product
description 1s selected 1n step 2110. In one embodiment, the
selection of the airline ticket and flights 1s delayed so as to
give the retaller an opportunity to determine what thghts will
not sell out and to bind the customer to those low-demand
flights. After step 2110, the 1dentity of the selected flights 1s
transmitted to the customer 1n step 2112.

It should be noted that the airline ticket may be selected at
any time after the product description 1srecerved 1n step 2102.
It should also be noted that the alternative arrangements dis-
cussed 1n sections I. to III. may be incorporated, where appro-
priate, to the steps of FIG. 21.

Additional Embodiments

The following are several examples which 1llustrate addi-
tional embodiments of the present invention. These examples
do not constitute a definition of all possible embodiments, and
those skilled 1n the art will understand that the present inven-
tion 1s applicable to many other embodiments. Further,
although the following examples are briefly described for
clarity, those skilled 1n the art will understand how to make
any changes, 1 necessary, to the above-described embodi-
ments to accommodate these and other embodiments and
applications.

According to an additional embodiment, a customer-input
product description includes condition values weighted or
ranked 1n order of preference. The condition values may be
weilghted by assignment of a dollar amount to each condition
value, or by using “slider” bars of a graphical user interface to
indicate an amount of preference. The condition values 1n
such a product description therefore do not reflect absolute
requirements of a conforming product, but guidelines for
selecting a product. Accordingly, such a product description
provides significant tlexibility to a retailer 1n selecting a prod-
uct to sell. The retailler may be willing to provide a deep
discount 1n exchange for this flexibility.

In another embodiment, the customer 1s bound to the trans-
action for a specified period but the retailer 1s not. Accord-
ingly, once the customer has accepted a sale price/product
description, the retailer can choose to sell a conforming prod-
uct to a customer at any time within the specified period. The
retailer may also choose not to sell a product to the customer
during the specific period, based on inventory, demand from
other buyers, competitors’ prices, or other factors. Again, the
retailer may be willing to offer a substantial discount in
exchange for the tlexibility provided by such an arrangement.

As mentioned above, the present invention advantageously
allows a retailer to collect data regarding condition values
desired by customers. Therefore, in one embodiment, the
retailer system controller 200 includes a optimization pro-
gram that orders or reorders inventory tailored to the collected
data. Such a program could, for example, identily the most-
commonly desired condition values and order products which
conform to those condition values. In 1dentifying the most-
commonly desired condition values, the optimization pro-
gram can give more weight to the condition values of recerved
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product descriptions which result 1n a sale, as opposed to
condition values of recerved product descriptions which do
not result 1n a sale.

The collected data may also be used to determine a per-
ceived value of various condition values. The perceived val-
ues may be used in cases where the retailer cannot satisiy a
received product condition by replacing unsatisfiable condi-
tion values which satisfiable condition values having similar
percerved values.

The retailer system controller 200 may also include a list of
preferred products to sell. In a case that a listed product
conforms to a received product description, a retailer may be
willing to transmit a discounted sale price. On the other hand,
i no listed products conform to the recerved product descrip-
tion, the retailer may transmit suggested changes to the prod-
uct description so as to persuade the customer to submit a
product description to which a listed product conforms.

In another embodiment, the retailer system controller 200
considers the transaction history of a customer from whom a
product description/sale price was recerved during determi-
nation of a sale price/product description based on the
received description/price. For example, a first-time customer
may be presented with a substantial discount or a narrow
product description in order to retain the customer. The retail
system controller 200 may also consider other customer
activities during determination of a sale price/product
description. In this regard, a customer may “earn” additional
flexibility points, price discounts or a narrower product
description by filling out a survey or by providing additional
product descriptions during the sales transaction. For
example, a first customer who submits a product description
and agrees to complete a survey receives a lower sale price
than a second customer who submit an 1dentical product
description and does not agree to complete the survey. The
lower sale price may be determined by using a more favorable
flexibility database 600 and/or product pricing database 700
for the first customer than the second customer. Similarly, a
first customer who submits a sale price and agrees to complete
a survey receives a narrow product description than a second
customer who submits an 1dentical sale price and does not
agree to complete the survey. This latter scenario may be

implemented by using a more favorable product description
database 800 for the first customer.

In responding to reception of a product description from a
customer, the retailer may present alternatives which foresee
the customer’s response. For example, the retailer may
present a customer with a low price and a product description
which conforms closely, but not exactly, to the received prod-
uct description, with a high price and a product description
having more desirable mutually-inclusive condition values
than the received product description, and, with the received
product description, a price between the high price and the
low price. Such an approach increases a likelihood that an
agreement will be reached, and provides the retailer with an
opportunity to move undesirable products or to generate
greater profit. This approach may also be incorporated into
embodiments 1n which a sale price 1s recetved from a cus-
tomer.

While the present invention has been described above with
respect to several embodiments, the scope of the mvention 1s
not deemed limited to the above embodiments. Rather, the
present invention covers all embodiments falling within the
scope and spirit of the following claims as well as equivalent
arrangements thereof.
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What 1s claimed 1s:

1. A method for use 1n a sales transaction, comprising;:
determining, via an electronic retail system controller, a
measure of flexibility based on a product description;
determining a sale price based on the product description;

and
selecting, by the electronic retail system controller, a prod-
uct to be sold for the sale price,
wherein the sale price of the selected product is a first
price 1 the product description 1s a first product
description and a second price 1f the product descrip-
tion 1s a second product description;

wherein the sale price 1s based on the measure of flex-
1ibility; and

wherein the step of determining the measure of flexibil-
1ty comprises:
determining a number of flexibility points for each

condition value 1n the product description; and
summing the determined flexibility points.
2. A method according to claim 1, wherein the number of
flexibility points determined for a condition value 1s deter-
mined based on retailer data.
3. Computer-executable process steps stored on a com-
puter-readable medium, the process steps comprising:
a determining step to determine, by an electronic retail
system controller, a sale price based on a product
description; and
a selecting step to select, by the electronic retail system
controller, a product to be sold for the sale price,
wherein the sale price of the selected product is a first
price 1 the product description 1s a first product
description and a second price 1f the product descrip-
tion 1s a second product description;

wherein the determining step comprises determining a
measure of flexibility based on the product descrip-
tion and determining the sale price based on the mea-
sure of flexibility; and

wherein determining the measure of flexibility com-
prises determining a number of flexibility points for
cach condition value 1n the product description and
summing the determined flexibility points.

4. Computer-executable process steps stored on a com-
puter-readable medium, the process steps comprising:

a determining step to determine, by an electronic retail
system controller, a sale price based on a product
description;

a recerving step to recerve from a customer an agreement to
purchase a product for the sale price; and

alter the receiving step, a selecting step to select, by the
clectronic retail system controller, a particular product
to be sold to the customer from among a plurality of
different products conforming to the product descrip-
tion,

wherein the determining step comprises generating a mea-
sure of flexibility based on the product description and
determining the sale price based on the generated mea-
sure of tlexibility.

5. Computer executable process steps stored on a com-

puter-readable medium, the process steps comprising:

a receiving step to recerve a product description from a
customer, the product description including condition
values describing a product desired by a customer;

a determining step to determine, by an electronic retail
system controller, a sale price based on the received
product description;

a transmitting step to transmit the sale price to the cus-
tomer,
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a receiving step to receitve from the customer, prior to
revealing the identity of a specific product to the cus-
tomer, an agreement to purchase a product conforming
to the product description for the sale price;

a selecting step to select, by the electronic retail system
controller, a specific product conforming to the product
description; and

a transmitting step to transmit redemption information to
the customer and to reveal the identity of the specific
product to the customer,

wherein the determining step comprises generating a mea-
sure of flexibility based on the received product descrip-
tion and determining the sale price based on the gener-
ated measure of flexibility.

6. Computer-executable process steps stored on a com-

puter-readable medium, the process steps comprising:

a receving step to recerve a description of a desired air
travel 1tinerary;

a determining step to determine, by an electronic retail
system controller, a sale price based on the description,

wherein the determining step comprises generating a mea-
sure of tlexibility based on the description and determin-
ing the sale price based on the generated measure of
flexibility;

areceving step to recerve an agreement from a customer to
purchase an airline ticket for the sale price; and

after receiving the agreement, a selecting step to select, by
the electronic retail system controller, a flight on which
the airline ticket will allow the customer to travel.

7. An apparatus comprising:

a processor; and

a memory in communication with the processor and stor-
Ing processor-executable process steps;

wherein the processor 1s operative with the processor-ex-
ecutable process steps stored in the memory to:

1) recerve a product description from a customer, the
product description including condition values
describing a product desired by a customer;

1) determine a sale price based on the recerved product
description, wherein determining comprises generat-
ing a measure of flexibility based on the received
product description and determining the sale price
based on the generated measure of flexibility;

111) transmit the sale price to the customer;

1v) recerve from the customer an agreement to purchase
a product conforming to the product description for
the sale price;
v) selecting a specific product conforming to the product
description; and
v1) transmit redemption information to the customer, the
redemption information 1dentitying the specific prod-
uct, wheremn the customer 1s not guaranteed what
specific product will be purchased belore the agree-
ment 1s recerved.
8. An apparatus comprising:
a processor; and
a memory 1n communication with the processor and stor-
Ing processor-executable process steps;
wherein the processor 1s operative with the processor-ex-
ecutable process steps stored in the memory to:
1) recerve a description of a desired air travel 1tinerary;
11) determine a sale price based on the description,
wherein determining comprises generating a measure
of tlexibility based on the description and determining
the sale price based on the generated measure of flex-
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111) a receiving step to receive an agreement from a
customer to purchase an airline ticket for the sale
price; and

1v) after receiving the agreement, a selecting step to
select a flight on which the airline ticket will allow the
customer to travel.

9. An apparatus comprising;:
means for establishing a sale price based on a product
description; and
means for identifying a product to be sold for the sale price,
wherein the sale price of the selected product is a first
price 1 the product description 1s a first product
description and a second price 1f the product descrip-
tion 1s a second product description;
wherein the means for establishing the sale price includes
means for determining a measure of flexibility based on
the product description and determining the sale price
based on the measure of flexibility; and
wherein the means for determiming the measure of flexibil-
ity includes means for determining a number of flexibil-
ity points for each condition value in the product
description and summing the determined flexibility
points.
10. An apparatus comprising;:
means for establishing a sale price based on a product
description,

wherein establishing comprises generating a measure of
flexibility based on the product description and estab-
l1ishing the sale price based on the generated measure
of flexibility;

means for obtaining from a customer an agreement to
purchase a product for the sale price; and

means for identiiying a particular product to be sold to the
customer from among a plurality of different products
conforming to the product description after obtaining
the agreement.

11. An apparatus comprising;:

means for obtaining a product description from a customer,
the product description including condition values
describing a product desired by a customer;

means for establishing a sale price based on the recerved
product description,

wherein establishing comprises generating a measure of
flexibility based on the received product description
and determining the sale price based on the generated
measure of flexibility;

means for deliver the sale price to the customer;

means for obtaining from the customer, prior to revealing
the 1dentity of a specific product to the customer, an
agreement to purchase a product conforming to the
product description for the sale price;

means for identifying a specific product conforming to the
product description; and

means for delivering redemption information to the cus-
tomer and to reveal the identity of the specific product to
the customer.

12. An apparatus comprising;:

means for obtaining a description of a desired air travel
itinerary;

means for establishing a sale price based on the descrip-
tion,

wherein establishing comprises generating a measure of
flexibility based on the description and determining,
the sale price based on the generated measure of flex-
1bility;

means for obtaining an agreement from a customer to
purchase an airline ticket for the sale price; and
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means for identifying a flight on which the airline ticket
will allow the customer to travel after obtaining the
agreement.

13. Computer-executable process steps stored on a com-

puter-readable medium, the process steps comprising:

a receving step to receive a product description from a
customer, the product description being descriptive of
two or more products from a plurality of available prod-
ucts;

a determining step to determine, by an electronic retail
system controller, based on the product description, a
single sales price applicable to each of the two or more
products from the plurality of available products;

a transmitting step to transmit, to the customer, an offer to
buy an undisclosed one of the two or more products for
the single sale price; and

a selling step to sell the undisclosed one of the two or more
products to the customer for the single sales price and to
reveal the 1dentity of the undisclosed one of the two or
more products to the customer.

14. A method, comprising:

receiving a product description from a customer, the prod-
uct description being descriptive of two or more prod-
ucts from a plurality of available products;

determining, by an electronic retail system controller, and
based on the product description, a single sales price
applicable to each of the two or more products from the
plurality of available products;

transmitting, to the customer, an offer to buy an undis-
closed one of the two or more products for the single sale
price; and

selling the undisclosed one of the two or more products to
the customer for the single sales price and to reveal the
identity of the undisclosed one of the two or more prod-
ucts to the customer.

15. An apparatus comprising:

means for recerving a product description from a customer,
the product description being descriptive of two or more
products from a plurality of available products;

means for determining, based on the product description, a
single sales price applicable to each of the two or more
products from the plurality of available products;
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means for transmitting, to the customer, an otfer to buy an
undisclosed one of the two or more products for the
single sale price; and

means for selling the undisclosed one of the two or more
products to the customer for the single sales price and to

reveal the identity of the undisclosed one of the two or
more products to the customer.

16. A method, comprising:

recerving a first product description from a first customer,
the first product description being descriptive of a prod-
uct from a plurality of available products;

recerving a second product description from a second cus-
tomer, the second product description being descriptive
of the product from the plurality of available products;

determining, by an electronic retail system controller, and
based on the first product description, a first sales price
for the product from the plurality of available products;

determining, by electronic retail system controller, and
based on the second product description, a second sales
price for the product from the plurality of available prod-
ucts;

providing the first sales price to the first customer;

providing the second sales price to the second customer;
and

selling the product from the plurality of available products
by at least one of:

(1) selling the product from the plurality of available
products to the first customer for the first sales price;
and

(1) selling the product from the plurality of available
products to the second customer for the second sales
price,

wherein determining the first sales price comprises gener-
ating a measure of flexibility based on the first product
description and determining the first sales price based on
the generated measure of tlexibility.

17. The method of claim 16, wherein the first and second

40 sales prices are the same.
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